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The millennial generation has been much discussed by the media and the academic world, 
since it is regarded as quite different from the previous generations being the first digital 
native generation in history. Their power in the tourism industry as travellers is ever-
increasing as they are growing up and their preferences and needs are redefining the 
tourism industry. The present study concerns the travel behavior and motivations of the 
Greek millennial generation. The main research objectives are: to examine how the travel 
behavior and motivations of the Greek Millennials compares to that of the Greek Generation 
X and Baby Boomers, to see how their behavior compares to that of the foreign Millennials 
as presented in the literature, and to discuss if the travel behavior of the Greek Millennials 
seems to have been affected by the formative events of the millennial generation, namely 
the internet, the risk aversion and the financial crisis.  
Based on a literature review of past studies on travel behavior and generational theory, an 
online survey was distributed to Greek citizens of different ages inquiring about their travel 
habits, preferences and attitudes towards travel activities, factors of influence on travel 
decision making and means they use to realize their trip. The results showed differences 
both between the two older Greek generations and the Millennials and also between the 
Greek and the foreign Millennials, while it indicated that the Greek Millennials’ travel 
behavior may have been affected by the formative events of their generation, although 
further research is required to decide the magnitude of their impact. 
Keywords: Greek Millennials, Greek Tourists, Generational Theory, Travel behavior, Travel 
motivations 
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In the present study the researcher attempts to examine the travel behavior and motivations 
of the Greek Millennials through their responses in the survey’s questionnaire. The main 
research questions are how their travel behavior compares to older Greek generations, how it 
resembles or differs with what the literature entails about Millennials from other countries, and 
whether their travel behavior is affected by the formative background of the millennial 
generation.  
 
The behavior and motivations will be observed and discussed in comparison with the 
responses of the two older Greek generations, Generation X and the Baby Boomers who are 
also taking part in the survey. The study begins with an overview of the literature about the 
characteristics and formative background of the millennial generation. Following that, comes 
a literature review regarding the relationship of Millennials and tourism and then a short 
mention of certain facts regarding Generation X, Baby Boomers and the financial situation in 
Greece which is the study’s location. The methodology of the research is explained before 




The millennial generation has been the subject of discussion in several studies as this cohort 
has been of interest for researchers who aim to examine its members’ future behavior. 
Generation Y or the millennial generation are people born between the early 80’s and mid 
90’s, the youngest of them having reached adulthood just a few years ago. Due to the historical 
events that occurred while they were growing up, such as the establishment of the Internet 
and social media, the turn of the century and the millennium and to their so-called self-
absorbed behavior, they have been called different names such as Gen Me, Net Gen, Nexus 
Generation, and millennial generation. (Ng & Johnson, 2015: 121) Terrorism has also been 
on the rise during the millennials’ upbringing, thus causing them feelings of uncertainty and 
insecurity. The name “Homeland Generation” has also been suggested due to the 




Their life has been significantly affected by poor economic conditions, which in the U.S.A. 
were the result of the Great Recession, that had an impact on the rest of the world as well. 
Many of the Millennials graduated during those hard times for the economy and, consequently, 
getting a job and a salary good enough to survive was a real challenge. They have also been 
subject to the immense technological change that was introduced to the world in the form of 
the internet, smartphones and social media as they were essentially guinea pigs for this 
technology, being the first generation that used it at such a young age. (The Nielsen Company, 
2014: 7; Lyons, 2016) 
 
Generation Y has certain characteristics that intensify the differences from all previous 
generations. Being the first generation born and raised in the digital era, makes them 
knowledgeable and efficient when it comes to technology and the internet. It is a generation 
that marketers and businesses are taking more and more seriously because their financial 
power is growing as they are maturing in the workforce. Being known for their urge to explore 
and discover new experiences, Millennials are very important to the tourism industry as well. 
In 2016, they constituted 20% of the international tourists and contributed more than $180 
billion in annual tourism revenue. (Global Data, 2018)  
 
Millennials are characterized by their constant effort to stand out from others and to acquire a 
sense of differentness, something that functions as a counter conformity motivation in order 
for them to feel more unique. (Tian et al. 2001) This generation uses consumerism to obtain 
experiences that will add to their social value and their perceived image of how other people 
see them. (Gardiner et al., 2014, 714) Howe and Strauss, wrote that Μillennials have been a 
generation defined by pressure and achievement. They do however have trust on their parents 
and other figures of authority despite the pressure they have put on them and unlike their 
predecessors they are team-oriented, confident, and optimistic. (Strauss and Howe, 2007: 8) 
Influences on Millennials 
The millennial generation has experienced the wide use of the Internet while growing up and 
they are used to networking and connecting with their peers online. This makes them very 
experienced when it comes to the internet, cell phones and mobile devices and as a result 
they have developed a tendency to completely immerse themselves in technology. (Sandeen, 
2008:18) They have not known a life without a computer, and they are used to taking in 





Millennials are avid users of social media and brands are taking advantage of it. Social media 
have a strong marketing power and have been used by brands to promote their products to 
this young generation. Based on the results of Global Web Index on a poll conducted in 2018 
among social media users aged 21 to 34 years old who follow people or organizations on 
social media, 54% of them follow people they actually know in real life, 42% follow brands they 
like, 39% follow actors, 36% musicians, singers or bands, 33% news or media organizations, 
32% contacts relevant to work, sports stars 26% and bloggers 25%. (Global Web Index, 
2018:16) 
 
It is evident that celebrities and “influencers” present a special interest for Millennials who are 
active on social media and therefore they have been used amply by companies for promotion 
purposes. The same poll indicates that Millennials are 23% more likely to discover a brand via 
a celebrity endorsement, 23% more likely through a vlog and 19% more likely through an 
expert blogger post, which all indicate that influencers are effective in reaching the millennial 
audience. (Global Web Index, 2018:17) However, the results of the poll indicated that social 
media is more important in creating an interest about a brand, by enabling people to discover 
and search about it, but it does not yet seem to play as big of a role in completing purchases 
of the brand’s products. (Global Web Index, 2018: 4)  
Generational Approach 
The generational theory relies on the understanding and characterization of cohorts of people 
based on their generation which is decided according to their year of birth. (Pendergast, 2010: 
1) This research is focusing on the generation of Millennials as an effort to discover the 
attitudes of the young people of this cohort towards travel. The researcher has chosen to 
segment the participants in this study based on their generation and a few information 
regarding the generational theory will be explained below.  
 
A generation can be described as a cohort of people who were born within a particular period 
in history and most definitions agree that a generational interval is approximately 20 years 
long. (Sandeen, 2008: 12)  As per Strauss and Howe, a generation as a social category can 
be a safer basis to generalize about the personality of a large cohort, compared to other social 
categories like sex, race, religion, or age. (Strauss & Howe, 1991: 63). They call the distinct 
elements that differentiate one generation from another a “peer personality”, which they define 
as a caricature of a generation’s prototypical member. Each generation has a collective 
opinion about “family life, sex roles, institutions, politics, religion, lifestyle and the future” and 
“it can be safe or reckless, calm or aggressive, self-absorbed or outer-driven, generous or 
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selfish, spiritual or secular, interested in culture or interested in politics…” (Strauss and Howe, 
2007: 63) 
 
Although the generational theory is originally an American concept it applies to all English 
speaking cultures who are culturally associated with the English language, regardless of the 
geographical location and ethnicity of people, meaning that it expands further than the U.S.A. 
and the U.K. Thanks to globalization, the internet and the global reach of certain professions, 
such as the tourism related businesses, the generational patterns and impacts are observed 
worldwide. (Fields et al., 2008). 
 
The generational approach is said by theorists to produce more in-depth information than the 
use of chronological age, life stage or different demographic segmentation variables. The 
reason that this approach is considered to be richer and more substantial is that generational 
cohort analysis takes into account the subjective historical events that influence the behavior 
of the people growing up during their conduction. (Mannhiem,1952; Gardiner et al., 2014: 706) 
People that belong to each generation have a common experience of “coming of age”, 
meaning entering adulthood at a specific time period in history, something that influences their 
general attitudes, values and opinions throughout their life and also, differentiates them from 
other generations. (Rogler, 2002) These generational differences can also be traced in their 
travel behavior. (Gardiner & Kwek, 2017: 497)  
 
Each generation’s formative years play a crucial role in shaping its members’ attitudes, 
behavior and beliefs as adults. The main external factors that affect them are social values, 
opportunities in education and employment and of course the economic situation, while the 
personal relationships with family and social circle are of great significance. All the above 
mentioned societal and personal factors constitute memories of the past that result in 
structuring the formative referents for each generation which shape the generational mindset 
shared by all its members. (Gardiner et al., 2012: 319) Pendergast suggests the following 
three main factors as those that have been of significant impact on the Μillennials during their 
formative years: digital revolution, terrorism, and financial uncertainty. (Pendergast, 2010: 8) 
Millennials & Tourism  
Although Generation Y is analysed as a generational cohort whose members share certain 
similarities on several aspects of life, including their consumer behavior, it cannot be perceived 
as a homogenous group of people. In a study published in 2009, Xu et al. investigated the 
travel motivations and behavioral patterns of Chinese and British students in order to explore 
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whether they have common travel attitudes and behavior despite their cultural and market 
related differences. The study concluded that the motivations and behavior Generation Y has 
towards travelling vary according to the cultural factors and market conditions. (Xu et al., 2009: 
266) As market conditions they consider the travel products promoted by the country’s travel 
industry, the economic influences on the travellers’ income to fund the trip and visa restrictions 
to specific destinations that may prevent tourists from visiting them.  (Xu et al., 2009: 258) 
 
As suggested by Pearce and Lee (Pearce, 1991; Pearce  and Lee, 2005), previous travel 
experience of students has an impact on their behavior and preferences when they are on a 
trip and Xu et al. add that the experiences of others close to Chinese and British students of 
Generation Y, such as family and friends, are also rather influential factors (Xu et al., 2009: 
258) while the Internet seems to be one of their main sources of information together with 
friends and family. (Xu et al., 2009: 266). Likewise, Crotts’s research on “Consumer decision 
making and pre purchase information search” indicates that travellers seek information mainly 
and more frequently from personal sources such as relatives and friends, who rank as the 
most influential source and secondarily by neutral, experiential and marketer-dominated 
sources. (Crotts, 1999: 149-168) 
 
Gardiner & Kwek explored the perceptions of millennial Chinese tourists with regards to their 
participation in adventure tourism activities and found that their perception for safety and risk 
aversion play a central role in their tourism decision making. Furthermore, the study indicated 
that Chinese Millennials are strongly influenced by their parents when making a travel decision 
both because of their psychological dependency on them but also because they are still quite 
financially dependent on them. (Gardiner & Kwek, 2017: 503) 
 
Gardiner, King and Grace attempted to prove that formative experiences of each generation 
affect its members’ lifelong beliefs, values, and behavior. They used focus groups and an 
online survey in Australia to see whether people’s memories of their formative years have had 
an impact on their generation’s travel making decision today. The study produced empirical 
evidence that validate the role of formative referents not only in travel but in the general 
consumer decision making of the participants. The researchers observed that the shared 
memories of societal values, employment, education opportunities, economic conditions, 
family, and personal life are factors that structure the formative referents that affect the beliefs, 
attitudes and behavior of each generational cohort. The study also found that travel decision 
making is affected by informational referents such as the mass media, interpersonal 
conversations and how consumers think that others will perceive their purchase choice. These 
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informational referents are a source for consumers to predict the hedonic and functional value 
of the travel experience. (Gardiner et al., 2012) 
 
In a later study, Gardiner, King and Grace tried to explore the domestic travel motivations of 
three generations in Australia (Baby Boomers, Generation X, and Millennials) to understand 
the travel mindset of each generation. The study looked into motivations deriving from mass 
media and interpersonal communication, normative referents, meaning how their peers view 
the travel behavior, hedonic value and functional value, with an uttermost goal to see whether 
these constructs influence people of three generational cohorts differently. The results 
indicated that the generations are indeed affected differently by these factors. Millennials were 
more likely than Baby Boomers to be influenced by informative referents like mass media and 
interpersonal communication and were more receptive to marketing and advertising. 
Moreover, the study found that Millennials along with Generation X are not seeking for social 
approval when making decisions about their trip, describing this as a counter conformity 
motivation that contributes to their desire of feeling unique and establishing their individuality, 
which they consider to be beneficial to their social value. Lastly, the results suggested that 
perceived functional value, in the form of price and quality, are significant factors that shape 
the travel attitudes of both Millennials and Generation X. (Gardiner et al., 2014) 
 
A poll conducted by Expedia among American travellers who had booked at least one trip 
online during the previous year, indicated that Millennials travel the most out of all other 
generations (Baby Boomers, Generation X and the young Generation Z) with an average of 
35 days per year and that they seem to be mostly influenced by advertising and not by social 
media as in the case of Generation Z. Furthermore, the poll showed that Millennials prioritize 
their comfort, which was supported by the fact that 83% expressed their preference in all-
inclusive and worry-free vacations, while 70% chose a hotel for their accommodation on their 
most recent trip. (Expedia Group Media Solutions, 2017) 
 
In addition, the previously mentioned poll points out that most millennial travellers do not tend 
to book their holidays way ahead of the actual trip. In his article on Forbes, Jeff Fromm, an 
expert on Millennial and Generation Z marketing, explains that, for Millennials, travel is not a 
“planned venture” anymore but an adventure that can be spontaneous, such as a weekend 
retreat and it can happen multiple times per year. He adds that this has been facilitated by the 
low-cost airlines which Millennials use as a means to their travel destination, as they are not 
keen on spending a lot on transportation. (Fromm, 2018) In fact, they are four times less likely 




As Millennials are focused on creating personal experiences, travelling has become a means 
for them to experience something new away from home. They travel more than previous 
generations and it is expected that they will travel even more when they become financially 
stronger. In a report produced by the Nielsen Company, Millennials who travel reported that 
they make a long-haul trip at least twice a year, with one-third of them saying they make four 
such trips per year. They also prefer to make their own travel planning, partly because they 
want to control their experiences but also because they want to control its financial cost. They 
often choose low-cost flights and peer to peer accommodation sharing instead of traditional 
hotels. This way they also free up part of the budget which they then use in shopping. The 
same report mentions that the high rate of trips that this generation is taking, combined with 
their travel budgets can account for up to 50% of shoppers in the worldwide retail travel market.  
(The Nielsen Company, 2017: 2-4) 
Generation X and Baby Boomers 
The current study involves a comparison between Generation X and the Baby Boomers with 
the Millennials. It is therefore important to briefly introduce those two generations for a better 
understanding of the survey. 
 
In contrast to the Millennials who are called “digital natives” due to the fact that they were born 
in the Information age, Baby Boomers and Generation X are called “digital immigrants” and 
their relationship with the digital world started off as a necessity mainly for work purposes and 
not as entertainment and fun, which was the case for the millennial generation. (Pendergast, 
2010: 6)  
 
This different relationship of the generations with the internet can explain why the term “friend” 
differs among them: For Generation X and Baby Boomers, a friend is someone they know and 
have met in person, while for Millennials, it is a person that is a member of their social network 
who they may not actually know. (Pendergast, 2010: 7)  
 
Mass media and technology, which have always surrounded the Millennials while growing up, 
have a considerable influence on their consumer behavior, (Wuest et al., 2008) while the 
consumer travel decision of Baby Boomers and Generation X is more influenced by their close 
contacts than by the mass media. (Fall, 2004) 
 
As a generation, Baby Boomers are regarded as having a clear vision and purpose with many 
of them being policy makers and occupying leadership positions in the tourism industry. 
(Pendergast, 2010) The size and available income of the generation of Baby Boomers make 
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them important for marketers. Since part of them has reached retirement, they also have more 
discretionary time (Pendergast, 2010) and therefore more free time to travel. Τhey are self-
oriented and they look for self-fulfilling travel experiences. (Cleaver and Muller, 2002; 
Patterson and Pegg, 2009)  
 
According to a study by Lehto et al. (2008) the travel experiences sought by Baby Boomers 
were mainly to “spend quality time with their family away from home”, “intimacy and romance” 
and “adventure and excitement” while their reported participation was high mostly for outdoor 
and nature based activities. Furthermore, in a study of Gardiner et al. (2014), Baby Boomers 
favored city sightseeing and visiting historical places more than Generation X and Millennials. 
Also, museums and beautiful scenery were more important to them than to Generation X, 
while shopping opportunities were less important for Baby Boomers than for Millennials. 
 
Generation X is characterized as cynical and sometimes depressed as a contrast to the 
enthusiasm and energy of their Baby Boomers predecessors. They are usually experts in their 
field of work, some of them in managerial positions, and have a different leadership approach 
than Baby Boomers, as they prefer cooperative instead of authoritarian leadership. 
(Pendergast, 2010) Generation X is proportionally smaller in number than Baby Boomers but 
in 2010 its members represented the most free-spending leisure travellers with a larger travel 
expenditure involving hotel stays, than the Baby Boomers. (Huang & Petrick, 2010)  
 
Good value and premium quality are preferred by Generation X who need to be convinced 
about the reliability and practicality of the products they purchase and moreover, they 
appreciate the brand prestige. (Wolf et al., 2005) When it comes to travelling, Generation X 
seeks activities that consist of comfort and relaxation (Beverland, 2001) and they favor travel 
counsellors and travel packages. (Huang & Petrick, 2010) According to a study of Gardiner et 
al. (2014), other people’s opinions influence Generation X’s travel choices and the information 
deriving from mass media and interpersonal contacts has a significant impact on their travel 
decision making. 
The Financial Crisis in Greece 
Before proceeding with the survey, it is imperative to provide a background of the 
circumstances within which Greek people have been living in the past decade, as this will 





During the 90’s, Greece was already facing financial issues as it ran serious budget deficits, 
before yet joining the Euro. Those economic issues lead to a slight delay in joining the Euro, 
which happened in 2001 instead of 1999 as most of the other EU countries.  (Buchanan, 2015) 
Then came a period of growth that lasted until 2007, with the Greek economy growing by 30%. 
(Paez-Farrell, 2015) During this period, the Greeks’ morale was also raised after the victory of 
the national football team in Euro 2004 and the subsequent successful hosting of the Olympic 
Games in Athens. A feeling of prosperity among the Greek people was dominant at that time 
before the crisis hit. 
 
The economic recession of 2008 began getting noticeable in Greece simultaneously with the 
Great Recession in the U.S.A. Greece was one of the countries that were stricken the hardest 
by this financial crisis. The Greek Millennials were particularly hurt by it, as many of them had 
recently or just graduated, looking for a job and were confronted with “one of the toughest job 
markets in the developed world”. The unemployment among young people reached up to 40% 
during the crisis that has been going on for more than a decade, with one in four young people 
classed as living under poverty in 2018. Many graduates had to either seek for low-skilled jobs 
with low salaries that were available, or seek jobs elsewhere, resulting in around 250.000 
graduates leaving the country to work abroad, the so called “brain-drain” phenomenon. 
(Bateman, 2018) 
 
The Greek economy has not yet completely recovered and till today there are still people who 
are struggling to overcome the outcomes brought by the 2008 financial crisis. However, the 
economy has shown signs of recuperation, as growth returned in 2017 and Greece exited the 
bailout programmes in 2018. (Wolf, 2019) 
  
Taking into account those harsh years, travelling is still considered a luxury, but adaptations 
of the tourism product, with low cost airlines, peer to peer accommodation and travel  package 
deals have made it possible for people to travel on lower budgets than before. In 2018, the 
trips of Greek travellers abroad increased by 240%, with 7.96 million trips recorded in 
comparison to 2005 when there were only 3.6 million recorded trips abroad. The National Bank 
of Greece announced that trips abroad in 2018 hit a record high. The vast majority of those 
trips, namely 7.3 million of them, were individual travellers while only 702.000 of them were 
booked through travel agencies and the estimated number of travellers that booked their trip 
abroad through a travel agency was more than 500.000. The majority of those trips were 





Research goal and questions 
This research aims to examine whether the travel behavior of the Greek millennial generation 
is similar or different to those of the country’s older generations of Baby Boomers and 
Generation X, and to explore if there is a relationship between generation and travel behavior. 
In the Discussion section we will also explore whether the existing literature analysed above, 
which mainly concerns the millennial generations of the U.S.A., U.K., Australia and China, 
coincides with the results produced by the responses of the Greek Millennials.  
 
Moreover, we will discuss whether the main three historic events- circumstances that literature 
presents as the main formative factors for the millennial generation seem to have had an 
impact on the Greek Millennial’s travel behavior. These are the economic crisis, the social 
insecurity and the impact of the internet and social media. 
  
To sum up, the research questions explored and discussed in the present research will be the 
following: 
 
1. Do Greek Millennials have a different travel behavior and motivations compared to 
older Greek generations? 
2. Do Greek Millennials’ responses regarding their travel behavior and motivations 
coincide with the literature about foreign Millennials? 
3. Is the Greek Millennials’ travel behavior influenced by the formative events of their 
generation? 
Research Method 
The method that has been chosen for this research is the online survey in the form of a 
questionnaire. The reason for that is that it can reach a larger number of people from different 
geographical locations because the interviewer does not have to be present. Online surveys 
are much more appealing to younger generations, but the older generations, such as the Baby 
Boomers, have also started using computers and the Internet in the recent years and are 
capable of responding to the survey. Furthermore, the level of anonymity offered by online 
surveys enables people to admit behaviors and preferences that they might have been 
reluctant to admit in a survey where their identity would be required. Lastly, online surveys 
have a higher response rate and the results can be collected faster than in mail surveys. 
(Gardiner et al., 2014: 709) 
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The questionnaire consists of three parts and a total of 18 questions:  
 
● The first one includes 6 questions regarding the demographics of the respondents so 
that the researcher will be able to segment them according to their generation: those born 
between 1980-1996 are considered as Generation Y or Millennials, between 1965-1979 as 
Generation X, and between 1946 and 1964 as Baby Boomers.  
● The second part’s questions are 7 in total and were inspired by the questionnaire 
featured in the research of Xu et al. (2009), which compared the travel behavior of British. and 
Chinese millennial students. This part focuses on the preferred activities, types of 
accommodation, food and transportation, motivations, sources of funding and sources of 
information that the respondents consult when planning their trip. 
● The third part includes four supplementary questions that focus on social media, safety 
and risk, with some of the questions inspired by the findings of Expedia’s Millennial Traveller 
Report (Expedia, 2016). 
 
The full questionnaire along with what each value represents, can be found in Appendix 1. 
Population and sample 
The researcher attempted to reach Greek citizens aged between 24 and 74 years old, who 
belong to the millennial generation, Generation X and the generation of Baby Boomers. It was 
a requirement for the responses to be considered as valid that the respondents have grown 
up in Greece and have experienced the events that have formed the attitudes and values of 
each generation. As the questionnaire was distributed online, it was not geographically 
restricted to specific parts of Greece. A sample of convenience of 303 respondents was used 
for this research. 
Research Process 
The questionnaires were distributed online in April 2020 through the Google forms platform 
which was used to publish the survey. They were first translated and published in Greek to 
ensure that all generations would be able to understand and respond to the questions. A pilot 
questionnaire was distributed to 15 people before the official survey, in order to detect any 
possible issues with the content and structure of the questionnaire. 
 
Respondents were asked to rate the likelihood, importance, preference or level of agreement 
in relation to a range of travel activities, motivating factors, attitudes, choices of 
accommodation, food and transportation, sources of funding and information as well as certain 
12 
 
other statements regarding social media, safety and risk. Likert scales were the main question 
style adopted, with a few exceptions of multiple questions and multiple answer questions. The 
questionnaires were then segmented and examined according to which generation the 
respondents’ ages corresponded to. 
Statistical Analysis  
The results from the 303 questionnaires that were collected, were analysed on Microsoft Excel 
using descriptive and inferential statistics. For the analysis of the results, normality tests were 
conducted to decide whether the results were normally distributed. Since the data did not fit 
the normal distribution, Kruskal-Wallis tests were conducted, followed by the Mann-Whitney 
test when needed, to check whether the differences between the average values of the three 
generations’ responses were of statistical significance or not in each question. The confidence 
level adopted was 95% with a significance level of 0.05. To summarize and present the 
responses of the three generations, the researcher used the average values of the responses 
of Likert scale questions, and the % frequencies in the case of multiple answer questions.  
Limitations 
As mentioned above, the researcher used a sample of convenience and not a representative 
sample for the Greek population, which does not allow the results to be as accurate as they 
would if the sample was representative. 
Results 
Comparing the Greek Generations of Millennials, Generation X and Baby 
Boomers 
This chapter includes a presentation of the results of the questionnaire and a comparison 
between the three generations that took part in the survey, thus attempting to respond to the 
first research question regarding the difference in the travel behavior and motivations between 
Greek Millennials and the two older Greek generations of Baby Boomers and Gen X. The 
general results for all three generations can be found in Appendix 2. 
Demographics 
The tables that come next summarize the demographic information of the respondents. The 
questionnaire was completed by a total of 303 participants, out of which 67 came from the 
generation of Baby Boomers, 76 from Generation X and 160 from the millennial generation. 
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Table 1.1: Survey Participants 
Participants v % 
Baby boomers 67 22.11% 
Gen X 76 25.08% 
Millennials 160 52.81% 
 
Female participants exceeded male participants in the survey, especially in the case of 
Generation X as seen in the table below. In total, female respondents constitute 67,66% (205 
respondents) of the total participants while male respondents comprise 32,34% (98 
respondents) of the survey participants. 
Table 1.2: Survey Participants per gender 
Gender Women 
Women 
% Men Men % 
Grand 
Total 
Baby boomers 37 55.22% 30 44.78% 67 
Gen X 62 81.58% 14 18.42% 76 
Millennials 106 66.25% 54 33.75% 160 
 
Regarding the educational level of the participants of this survey presented in the chart below, 
we observe that more Millennial participants seem to have a master’s degree, while fewer of 
them have only acquired a high school diploma as their highest educational achievement in 
comparison to the other two generations. The results are statistically significant between Baby 













Chart 1.1: Educational level of participants  
 
 
As for the employment status of the participants, there seems to be a higher unemployment 
level in Generation X and Millennials compared to Baby Boomers. As expected, being the 
oldest of the three generations, most of the Baby Boomers are retired and a smaller 
percentage of them work part time or seasonally compared to the participants of Generation 
X and Millennials. It is noteworthy that a rather large number of Millennials are employed 
seasonally or part time. The results are statistically significant between Baby Boomers and 
Generation X (p-value < 0.00001) and Baby Boomers and Millennials (p-value < 0.00001), but 














Chart 1.2: Employment status of participants 
 
The final demographic parameter that was examined in the survey was the income level of 
the participants. In the case of Baby Boomers, a high percentage of more than 50% falls into 
the range of high paid employees, whereas in the case of Millennials there is a higher 
percentage of low income employees, while Generation X stands relatively in the middle. All 
results are statistically significant: Baby Boomers and Millennials (p-value < 0.00001), Baby 
Boomers and Generation X (p-value= 0.009) and Millennials and Generation X (p-value= 
0.005). 




These results suggest that there are much fewer Millennials who are on the higher salary 
range and that a rather greater percentage of Millennials are receiving salaries within the lower 
range compared to the other two generations. 
 
Moving on to the main body of questions, all results will be presented in tables, where the 
average values (means) of all the responses (General mean) and of each generation’s 
responses will be summarized and the p-values of the Kruskal-Wallis and the Mann-Whitney 
tests for all three pairs of variables will be included to clarify which results were statistically 
significant. Those in bold are the ones where statistical significance was found. 
Travel Motivating Factors 
The motivations of the participants were examined with the use of Likert scales for them to 
express their level of agreement with the reasons that make them travel, as seen in the table 
below. Values from 1 to 5 were used, with “1” representing the absolute disagreement and “5” 
the absolute agreement value. 






























a) Discover a 
new place 
4.43 4.33 4.25 4.56 0.022 0.131 0.007 0.465 M>G 
b) See famous 
monuments 




4.10 4.13 4.12 4.08 0.839     
d) Relax 4.21 3.93 4.14 4.36 0.002 0 0.065 0.119 M>B 
e) Have fun 4.09 3.87 3.97 4.24 0.007 0.002 0.089 0.211 M>B 
f) Spend time 
with friends or 
family 
3.77 3.42 3.93 3.83 0.024 0.022 0.459 0.01 
M>B           
G>B 
g) Meet new 
people 
3.29 3.30 3.42 3.23 0.42     
h) Finding a 
good travel deal 
3.65 3.27 3.58 3.85 0.001 0 0.136 0.059 M>B 
17 
 
i) Seeing travel 
photos on social 
media 
2.86 2.61 2.72 3.03 0.035 0.019 0.075 0.674 M>B 
 
In most cases the level of agreement of the Millennials exceeds those of the other generations. 
The cases where it does not, is for the motivations of traveling to see famous monuments, 
traveling to experience culture and history and traveling to meet new people, which Baby 
Boomers and Generation X rated with slightly higher values of agreement.  The results for 
those three questions were however not statistically significant between any of the 
generational pairs. The cases were statistical significance was detected and therefore we can 
be more certain for the reliability of the results were: 
● Millennials expressed a higher level of agreement that they travel to discover a new 
place than Generation X did, with their average responses being within the range of “agree” 
to “completely agree”. (p-value= 0.007)  
● Millennials expressed higher levels of agreement that they travel for relaxation and to 
have fun than Baby Boomers did. (p-value= 0.00 and p-value= 0.002 respectively) 
● Millennials and Generation X expressed a higher level of agreement that they travel to 
spend quality time with friends or family than Baby Boomers did.  (p-value= 0.022 and p-value= 
0.01 respectively) 
● Millennials expressed a higher level of agreement that finding a good value travel offer 
motivates them to travel compared to Baby Boomers. (p-value= 0.00) The Millennials’ average 
responses indicated that they almost agree with this statement. 
● Millennials expressed a higher level of agreement that they feel motivated to travel 
when seeing other people’s holiday photos on social media, compared to Baby Boomers (p-
value= 0.019), although their average responses were within the neutral range of neither 
agreeing nor disagreeing with the notion. 
Travel Activities 
Regarding travel activities, participants were asked to rate the likelihood of engaging to the 
suggested activities presented in the table below using values from 1 to 5, “1” being the least 








































4.37 4.52 4.46 4.27 0.109     
c) Artistic 
spectacles 
3.87 4.00 4.07 3.73 0.022 0.046 0.015 0.841 




2.60 2.60 2.63 2.58 0.971     
e) Shopping 3.47 3.18 3.63 3.51 0.029 0.026 0.484 0.012 





4.17 3.63 4.17 4.39 0 <0.00001 0.194 0.004 
M>B            
G>B 
 
The preferred activities where results indicated statistical significance between the different 
responses of the generations are as follows: 
● Millennials are less likely than Baby Boomers and Generation X to attend artistic 
spectacles, while they travel, nevertheless their responses represent a relative likelihood of 
attending such performances. (p-value= 0.046 and p-value= 0.015 respectively) 
● Millennials and Generation X are more likely to engage in shopping while they travel 
than Baby Boomers. (p-value= 0.026 and p-value= 0.012 respectively) Both of them had 
average responses ranging between “likely” and neutral likelihood.  
● Millennials and Generation X are more likely to engage in entertainment related 
activities than Baby Boomers (p-value<0.00001 and p-value= 0.004 respectively) as their 
average responses indicated that it is more than likely to seek such activities while they travel. 
Accommodation, Transportation & Food 
Following, the survey examined how often participants choose specific types of 
accommodation, transportation and eating styles while they are on a trip. These are 



































3.87 4.03 4.08 3.71 0.012 0.025 0.01 0.889 
B>M                 
G>M 
b) Airbnb 
2.72 2.25 2.54 3.00 0 < 0.00001 0.007 0.156 
M>B             
M>G 
c) Hostel 1.66 1.40 1.63 1.78 0.018 0.005 0.395 0.073 M>B 
d) Camping 
1.89 1.46 1.74 2.14 0 < 0.00001 0.02 0.059 




2.78 2.40 2.51 3.06 0 0 0 0.555 
Μ>Β           
Μ>G 
 
A general inclination towards hotels appears among all generations compared to the other 
suggested types of accommodation and most results were statistically significant, besides the 
relationship between Baby Boomers and Generation X. Millennials’ responses showed that 
Airbnb and Friends’ houses are options that they sometimes choose besides hotels, whereas 
in the cases of the other two generations, all other options besides hotels are rarely chosen. 
● Baby Boomers and Generation X reported that they choose to stay in hotels more often 
than Millennials. (p-value= 0.025 and p-value= 0.01 respectively) 
● Millennials reported that they stay in Airbnb lodgings more often than Baby Boomers 
and Generation X. (p-value< 0.00001 and p-value= 0.007 respectively) 
● Millennials are hosted at friends’ houses in their travel destination more often than 
Baby Boomers and Generation X. (p-value= 0.00 in both cases) 
● Millennials reported that they choose hostels slightly more often than Baby Boomers. 
(p-value= 0.005) 
● Millennials choose camping as their accommodation more often than Baby Boomers 
and Generation X (p-value< 0.00001 and p-value= 0.02 respectively) 

































a) Airplane 3.87 3.73 3.83 3.94 0.135     
b) Train 2.53 2.22 2.39 2.73 0.001 0.001 0.01 0.379 
M>B         
M>G 
c) Car 3.66 3.73 3.79 3.57 0.181     
d) Boat 3.08 3.10 3.03 3.09 0.767     
e) Coach / 
Bus 
2.44 2.37 2.13 2.62 0.006 0.124 0.002 0.254 M>G 
 
As for transportation means to travel to their destination, although airplanes had the highest 
score in all generations’ responses, no specific means stands particularly out of the rest. 
Responses were statistically significant only when it comes to trains and coaches or buses: 
● Millennials choose trains more often than Baby Boomers and Generation X. (p-value= 
0.001 and p-value= 0.01 respectively) 
● Millennials choose coaches/buses more often than Generation X. (p-value= 0.002) 

























a) Fast Food 3.12 2.73 2.92 3.37 < 0.00001 < 0.00001 0 0.219 




4.03 3.96 3.95 4.11 0.231     
c) Branded 
Gourmet 




2.23 2.34 2.28 2.16 0.387     
 
Regarding the eating styles of the three generations while they are on a trip, there is a general 
preference for local cuisine by all generations, with Millennials scoring a higher frequency 
compared to the others. However, results were only statistically significant in the case of “fast 
food”: 
● Millennials are more likely to choose fast food compared to Baby Boomers and 
Generation X. (p-value< 0.00001 and p-value= 0.00 respectively) 
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Sources of Funding 
In addition, the participants were asked to report how they have funded their trips in the past. 
They were given four options and were allowed to choose more than one response. Therefore, 
the below results indicate the percentage of total responses per generation and not the 
percentage of total participants from each generation. 
Chart 2: Travel Funding Sources 
 
Salary and personal savings are the main funding sources for all generations. In the case of 
Baby Boomers, “Personal Savings” had the highest frequency of responses and “Salary” came 
second, while for the Generation X and Millennials “Personal Savings” came second with the 
“Salary” being the most frequent source of funding. The funding assistance from families had 
a very low frequency of responses for Baby Boomers and Generation X, but responses were 
much more frequent for the Millennials. Being the youngest ones, it is more likely for them to 
receive financial help from their family. 
Sources of Information 
The survey participants were also asked about the sources of information they use when 
planning their trip. Four options were offered, and respondents were allowed to choose more 





Chart 3: Travel Information Sources 
 
“Close contacts” such as friends and family, and “Fellow consumers”, namely online reviews 
on travel blogs, forums, or platforms such as Tripadvisor, were the two dominant information 
sources for all three generations. “Industry experts”, such as travel agents or travel specialists, 
scored considerably lower in the responses of the Millennials compared to Baby Boomers and 
Generation X, with both generations ranking them in the third place. “Social Media” scored 
last as an information source for Generation X and Baby Boomers, whereas in the case of 
Millennials they were slightly above “Industry Experts”. It is notable that within Millennials’ 
responses, “Close Contacts” and “Fellow Consumers” scored more than 40% each, leaving 
the other two sources very low at the bottom of their list. 
Planning in advance 
Regarding how far in advance they book their trip, the survey participants were asked to 
choose one response out of a scale from 1 to 5, “5” being the closest to the day of the trip and 
“1” being the furthest away in time from the day of the trip.  
Table 7: Advance Planning 






























3.14 3.33 3.24 3.01 0.015 0.008 0.055 0.497 B>M 
 
All average responses of the three generations suggest that they book their trips within one 
and three months in advance, with Baby Boomers’ and Generation X’s average responses 
implying an inclination towards booking their trips slightly closer to the travel day.  The results 
were statistically significant only in the case of Baby Boomers and Millennials and indicated 
that: 
● Millennials book their trips further in advance than Baby Boomers. (p-value= 0.015) 
Social Media, Safety and Destination factors of influence 
The participants were asked how often they post travel photos while they are travelling and 
had to choose one response out of a five- degree scale: “5” being the option for those who 
post more than once per day while on a trip, and “1” for those who never post holiday photos 
online. 
Table 8: Posting Frequency 
How often do 
you post photos 
on social media 


























2.50 1.94 2.39 2.78 < 0.00001 < 0.00001 0.019 0.004 
M>B      
M>G      
G>B 
 
Millennials’ responses as an average ranged between posting only after they return from their 
trip and posting a few times during the trip, while Generation X’s and Baby Boomers’ 
responses were closer to only posting holiday photos after they return home and never during 
the trip. The results were statistically significant for all generational pairs and suggested that: 
● Millennials post holiday photos during a trip more often than Baby Boomers and 
Generation X. (p-value< 0.00001 and p-value= 0.019 respectively) 
● Generation X post holiday photos more often than Baby Boomers. (p-value= 0.004) 
Furthermore, participants were asked to rate the level of importance it has for them when 




Table 9: Importance of likes and comments 
How 
important is it 
for you that 
people like 
and comment 
on the holiday 
photos you 




























2.16 1.61 2.18 2.38 < 0.00001 < 0.00001 0.25 0.001 
M>B      
G>B 
 
It is notable that all generations expressed a low level of importance closer to “rather 
unimportant”, with Baby Boomers leaning towards the option of “completely unimportant”. The 
differences between the three generations were statistically significant in the case of Baby 
Boomers and Millennials, and Baby Boomers and Generation X, but not between Generation 
X and Millennials, so the results imply that: 
● Millennials consider receiving likes and comments from their social media contacts for 
their holiday photos, more important that Baby Boomers do. (p-value< 0.00001) 
● Generation X attributes more importance to receiving likes and comments on their 
holiday photos by their social media contacts than Baby Boomers. (p-value= 0.001) 
 
The respondents were then asked to express their level of agreement with a set of statements 
regarding social media influence and safety on a scale from 1 to 5 , with “1” meaning that they 
completely disagree and “5” that they completely agree. 




























a) Travel photos 






2.37 2.19 2.26 2.50 0.138     
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b) Worried about 
safety on 
holiday abroad 
more than in a 
domestic trip 
3.02 3.46 2.92 2.88 0.004 0.002 0.841 0.006 
B>M 
B>G 
c) Insecurity to 
go on holiday 
alone 
2.90 3.00 2.83 2.89 0.714     
 
Statement “a” acquired a slightly higher level of agreement from Millennials when it comes to 
the admission that social media content influences their decision on where to travel and what 
to do on their trip. All three generations’ average responses are closer to the “rather 
unimportant” part of the scale, however the results are not statistically significant. 
 
Out of all three statements, there was statistical significance only in the case of statement “b” 
regarding the feeling of safety when traveling abroad, compared to traveling within their own 
country. All generations’ responses were close to the option that represented neither 
agreement nor disagreement, with only Baby Boomers showing a tendency towards 
agreement. The results were statistically significant for Baby Boomers and Millennials and 
Baby Boomers and Generation X and it was concluded that: 
 
● Baby Boomers are more worried about their safety when on holiday abroad than when 
they are travelling in their own country, compared to Generation X and Millennials. (p-value= 
0.006 and p-value= 0.002 respectively) 
 
In question “c” regarding the insecurity to travel for a holiday alone, Baby Boomers also ranked 
a higher level of agreement with this feeling of insecurity compared to the other two 
generations, however the results were not statistically significant to support this finding. 
 
The final question of the survey asked respondents to express the level of importance they 
attribute to factors that may influence them when choosing to visit a destination. 






General Mean Baby Boomers Gen X Millennials P-value 
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a) Safety 4.15 4.28 4.14 4.09 0.187 
b) Cost 3.64 3.46 3.64 3.72 0.168 
c) Distance from 
home 
2.11 2.13 2.16 2.08 0.723 
d) Visa 
regulations 
3.39 3.25 3.47 3.41 0.545 
e) Opinion of 
social circle 
2.05 2.07 2.01 2.06 0.923 
 
The average responses of each generation were very close with one another, but none of the 
results were statistically significant. The survey participant’s responses are summarized as 
follows: 
● All generations’ responses regarding safety were above the range of “important”, 
making safety the highest rated destination factor out of all given factors.  
● Cost and visa regulations were of above medium importance for all generations. 
Millennials’ average responses regarding the cost of a destination were slightly higher than 
other generations’. 
● The “distance from home” and the “opinion of the social circle” regarding a destination, 
according to the average responses of all generations, were considered to be “rather 
unimportant”. 
Discussion 
After comparing the responses between generations, this chapter will focus on the findings for 
the millennial generation, which is the main subject of the study.  
Firstly, we will discuss where certain findings from the present survey about the Millennials 
stand, compared to the literature analysed in the beginning of this research. This will be an 
attempt to respond to the second research question on whether Greek Millennials’ and foreign 
Millennials’ travel behavior and motivations have similarities or differ. The results of this survey 
about Greek Millennials and the findings of surveys on Millennials from different countries, 




In the final part of this chapter we will focus on the findings concerning the three main formative 
pillars of the millennial generation: internet, safety and cost, in order to discover whether the 
Greek Millennials’ travel behavior seems to have been particularly influenced by the declared 
formative events of their generation. 
Comparison of travel behavior and motivations of the Greek Millennials with the 
literature on foreign Millennials 
Sources of information 
The survey results regarding sources of information that Greek travellers use when 
researching about their trip, are in accordance with the literature examined earlier on, which 
indicated the internet along with friends and family as the main information sources for British 
and Chinese students (Xu et al, 2009). Close contacts such as friends and family, ranked 
indeed rather high in the Millennials’ responses (42.04%), however the consumer opinions in 
the form of online reviews, forums and blogs ranked slightly higher (43.95%) indicating that 
Greek Millennials regard other consumers’ reviews as equally or more trustworthy than their 
family’s or friends’, which is similar with the findings of Crotts (1999) whose research showed 
that personal sources are the most frequent and influential sources, followed by experiential 
and neutral sources. The importance of personal contacts as a source of information for Greek 
Millennials agree with the notion of Strauss and Howe (2007) that Millennials trust their parents 















Chart 4: Millennials’ Travel Information Sources 
 
The results also agree with the findings of Gardiner et al. (2012) regarding Australian 
Millennials, where informational referents and interpersonal contacts were observed to affect 
their travel decision making. This influence was higher on Millennials than in Baby Boomers 
(Gardiner et al. 2014), which is also the case in the comparison between Greek Millennials 
and Baby Boomers in the present study. 
Furthermore, the survey indicated that social media play a small role as an information source 
for Greek Millennials as only 8.60% reported that they regard it as a source of information 
when making a research about their trip. The low score for social media influence could be 
explained by the finding of Global Web Index, that social media function more as a stimulus 
for people to discover and search about brands but they do not lead to completing purchases 
of products. (Global Web Index, 2018) 
Funding sources 
Results showed that the most common source of funding for Greek Millennials was their salary 
(42%), followed by their personal savings (36%) and then their family’s financial help (22%). 





 Chart 5: Millennials’ Travel Funding Sources 
  
This finding relatively supports those of Xu et. al (2009) where jobs were also the main funding 
source for British students with family coming second, and differs from the Chinese students 
whose main funding source for travelling was their family (Xu et al. 2009; Gardiner & Kwek, 
2017: 503). Greek Millennials, according to the present survey, seem to count more on their 
own money to fund their trips, since the combined percentage of salary and personal savings 
results in 78%. The smaller percentage of family funding compared to the survey of Xu et al. 
(2009) could also be because today’s Millennials are at least in their mid-twenties, with most 
of them having jobs and not just being students as in the case of the research of Xu et al. 
which took place in 2009, but it is also possible that the difference may have to do with cultural 
differences. 
Planning in advance 
According to the average responses of the participants of the present survey, Millennials 








 Chart 6: Millennials’ Advance Planning 
 
Greek Millennials’ behavior regarding booking and planning their trip in advance agrees with 
the findings of Xu et al. (2009) about British students, whose majority also tends to book their 
trip one to three months ahead. The findings however disagree with those for Chinese 
students whose majority books two to four weeks ahead.  
Furthermore, the results of the present survey indicated that Greek Baby Boomers book their 
trips closer to the travel date than Greek Millennials, which comes in contrast with the notion 
described by Fromm (2018) that Millennials are generally less likely to plan their trips ahead 
compared to older generations. 
Accommodation 
The choices of Greek Millennials in terms of accommodation when they travel according to 
the results of this survey range mainly between hotels, Airbnb lodgings and being hosted by 








 Chart 7: Millennials’ Travel Accommodation 
 
These results agree with the finding of Expedia where hotels also ranked as the first choice 
for the U.S. Millennials, but not with the remaining results of that poll where friends and 
alternative accommodation had much lower rates. (Expedia Group Media Solutions, 2017) 
The findings of the present survey relatively agree with the research of Xu et al.(2009) in which 
the choices’ sequence of British students indicate hotels as the most frequent choice of 
accommodation, followed by friends’ houses and then self-catering accommodations such as 
Airbnb and for Chinese students, for whom hotels and friends’ houses were the most frequent 
choices, with the difference that these were followed by hostels and then self-catering 
accommodation. All in all Greek Millennials’ preference for hotels and friends’ houses is in 
accordance with the literature regarding their American, British and Chinese peers. Greek 
Millennials seem to value Airbnb accommodation, which agrees with the report of The Nielsen 
company regarding the preference of Millennials for peer to peer accommodation. (The 
Nielsen Company, 2017: 2-4) 
Transportation 
Based on the average values of the respondents, the survey showed that Greek Millennials’ 
most common transportation means when travelling is firstly the airplane followed by the car 




Chart 8: Millennials’ Travel Transportation
 
This finding partly agrees with the results of Expedia’s research for the U.S. Millennials where 
airplanes were also the most often used means of transportation and cars the second most 
common (Expedia Group Media Solutions, 2017). The results of Xu et al. (2009) regarding 
British students are also similar to the findings for Greek Millennials, whereas those for 
Chinese students differ as they mostly use trains and buses, with airplanes almost at the 
bottom of their list. These differences might have to do with the periods that the surveys were 
conducted and also with the availability, cost and ease of access of each means to each of 
the above-mentioned countries. 
Eating styles 
When asked about what type of food they usually choose while they are on a trip, Greek 
Millennials average responses’ indicated that they mostly prefer trying the local cuisine of the 
place they visit and that sometimes they turn to fast food. It is rarer for them to visit famous 
gourmet restaurants or to cook their own food while they are traveling. The following table 







Chart 9: Millennials’ Eating styles  
 
These findings are similar to those for Chinese Millennials in the survey of Xu et al. (2009) 
who also ranked local cuisine restaurants as first, followed by fast food, then self-prepared 
food and lastly, branded high-end restaurants. The results of British Millennials of the same 
survey do not quite agree with those of Greek Millennials. According to the same survey they 
also choose local cuisine restaurants more often than the rest of the choices, however they 
sometimes try branded restaurants or cook their own food and they turn to fast food more 
rarely. Fast food is a choice of convenience and quite an economical choice, as it is less 
expensive than eating at a restaurant, which might be why Greek Millennials favor it.  
Social validation and influence of travel choice 
The average responses of Greek Millennials, when asked whether they value the opinion of 
their social circle when deciding which destination to travel to, indicated that they consider it 
rather insignificant as a factor of influence. Furthermore, when they were asked how important 
they consider receiving likes and comments on their holiday photos on social media from their 
social network, the Greek Millennials’ responses showed that as an average, they think it is 
unimportant. Their responses denoted that they are neither motivated nor unmotivated by the 
holiday photos of their contacts on social media and that the holiday photos and posts of their 
social media contacts are not a decisive factor on where to travel and what to do there. The 
table below summarizes the above information on a scale from 1 to 5, where “1” represents 
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the minimum importance or agreement and “5” the maximum importance or agreement with 
the statements or questions. 
Chart 10: Millennials’ Social Circle influence
 
These findings disagree with the study of Gardiner et al. (2012) who found that travel decision 
making of Australian Millennials was influenced by the way others perceive their purchase 
choice. However, the findings on Greek Millennials agree with a later study of the same 
researchers where Australian Millennials reported that they were not after social approval 
when they made decisions regarding their trip. (Gardiner et al., 2014) 
In the case of American Millennials, as indicated by Expedia, 42% of the respondents agree 
or strongly agree that they are influenced in terms of travel decision making by what they see 
on social media (Expedia, 2016), whereas the percentage of admitted agreement or strong 
agreement of Greek Millennials about social media influence on the present survey is 20%. 
The same Expedia report also listed the importance of reaction, in the form of likes and 
comments, to holiday photos on social media of Millennials from several different countries: 
China, Brazil, South Korea, U.S.A., France, U.K., Germany and Australia, which ranged from 
20% to 58%, while in the present survey, only 12,5% of Greek Millennials rated this factor as 
important or very important. 
The importance of cost  
Millennials are considered to be price sensitive, especially since they have lived under the 
shadow of an economic crisis as is the case for Greece. When asked whether they are enticed 
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to book a trip when they come across a travel deal,  68.13% of the Greek Millennials of the 
present survey responded that they agree or strongly agree and 62.50% of them reported that 
the cost of a destination is important or very important when they are choosing where to travel. 
The following table shows the average values in scales from 1 to 5 that imply level of 
agreement or importance with the questions-statements. “1” represents no importance or no 
agreement and “5” represents utmost importance or agreement. 
Chart 11: Millennials’ Cost sensitivity 
 
Considering that, as shown in the tables below, the millennial participants in the survey who 
reported a high income were very few compared to those with low (42.50%)  and middle-level 
(41.25%) income and that almost 32% of them had part-time or seasonal jobs while 
approximately 12% being unemployed, it is rather expected for them to be price sensitive. 
Table 12.1: Millennials’ level of income 














Part time or 
seasonal 
Full time Retired 
Millennials 11.88% 31.88% 55.63% 0.63% 
 
The present survey’s results agree with the findings of Gardiner et al. (2014) which suggest 
that Millennials care about the cost when it comes to travel and they want to combine price 
and quality. The Nielsen Company (2017) also mentions that Millennials try to free up part of 
their budget by choosing low cost flights and peer to peer accommodation so that they can 
use it for shopping. This also agrees with the present study’s finding regarding shopping, as 
60% of the Greek Millennials that took part in the study reported that it is likely or very likely to 
engage in shopping while they travel. Additionally, Gardiner et. al’s (2014) study found that 
the Australian Millennials evaluated shopping opportunities as more important than the 
Australian Baby Boomers did, as is the case in the present study where Greek Millennials 
were more likely (mean= 3.51)  to engage in shopping activities than Greek Baby Boomers 
(mean= 3.18) with a statistical significance (p-value= 0.026). 
Risk and Safety 
Greek Millennials rated the factor of safety as important when choosing which travel 
destination to visit.  However their average responses and majority did not indicate that they  
worry particularly when they travel abroad compared to when they are on a domestic trip and 
they do not seem to feel insecure to go on holiday alone. In both cases the results do not 
present considerable differences between agreement, disagreement and moderation as 
presented in the table below. In addition, the factor of whether a destination is far away from 











Chart 12.1: Millennials and Travel Safety (frequencies %) 
 
The results from the respective questions in the report of Expedia indicated that 43% of US 
Millennials are intimidated by the thought of going on holiday alone and regarding Millennials 
from countries including China, Brazil, South Korea, USA, Germany, France, Australia and 
the UK, who were asked whether travelling abroad makes them more worried than when 
travelling in their own country, those who agreed ranged between 46% to 68% depending on 
the country. (Expedia, 2016) According to Gardiner & Kwek (2017) Chinese Millennials are 
also safety and risk-sensitive when making their travel decisions. Taking this information into 
consideration, Greek Millennials seem to be less risk sensitive than their foreign peers. 
The table below summarizes the average values of the Greek Millennials’ responses 
concerning safety and risk when travelling. The value scale is from 1 to 5, with “1” representing 








Chart 12.2: Millennials Risk & Safety (mean values) 
 
Motivating factors   
The travel motivating factors presented to the participants of this survey indicated that, as an 
average, Greek Millennials tend to agree with most of them, with only two factors leaning 
towards moderation. Those two were: being motivated to travel in order to meet new people 
and being motivated to travel because of the holiday related visual content they are exposed 
to on social media. 
Out of the list of motivating factors, those with the highest scores for Greek Millennials, above 
the point of agreement, were being motivated to travel: in order to discover a new place, for 
relaxation, to have fun and to experience culture and history. Discovering a new place 









 Chart 13: Millennials’ Travel motivations 
When comparing these findings with those of the survey of Xu et al. (2009) it was notable that 
the results from the responses of the Greek Millennials lay somewhere in the middle between 
those of the British and those of the Chinese millennial students that took part in their survey. 
British students marked with higher importance than the Greek Millennials the factors of having 
fun and spending time with friends or family and also the factor of meeting new people which 
scored between moderation and agreement, while the Chinese placed greater importance 
than the Greek on seeing famous sights.  
Travel Activities  
The respondents marked all but one of the suggested activities above the moderation value 
(mean > 3.00), denoting that it is likely to engage in them while they are on holiday. The only 
activity that seemed to be less likely to engage in were the sports events. The activities that 
were marked above the level of likelihood (4.00) were the entertainment and the sightseeing 







Chart 14: Millennials’ Travel Activities 
 
Out of the activities suggested by Xu et al. (2009) which partially coincide with those of the 
present survey, the most preferred ones for the Chinese Millennials were the “nature and 
scenery” and the “culture and history”, while for the British Millennials they were 
“entertainment” and shopping”. This indicates that both of them share a similarity with the 
Greek Millennials, which in the case of the Chinese is the “culture and history” (“museums and 
monuments” for Greeks) and for the British the “entertainment”. Nature is less important for 
the British than for the Greek Millennials and so is culture and history, or in our case “museums 
and monuments”. Shopping is more important for the British Millennials than for the Greek, 
but less important for the Chinese Millennials according to the same survey of Xu et al.  
The shaping of the travel behavior of Greek Millennials by the formative events 
of the millennial generation 
The subject that remains to be addressed is whether the formative events of the millennial 
generation seem to have played a part in the Greek Millennials’ travel behavior. 
 
The three thematic pillars that according to the literature constitute formative events for the 
millennial generation flow throughout the content of this survey: the impact of the internet and 
social media as a travel motivator, the impact of the financial crisis in the cost sensitivity of the 
Millennials and their attitude towards risk and safety when travelling. 
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According to the results presented and discussed above, safety is something that Greek 
Millennials value in a destination, but the familiarization of many people of their generation 
with travelling abroad makes them quite comfortable with travelling and as a result they do not 
regard the process as something stressful that they should worry about, which was indicated 
by their low level of agreement when asked whether they worry or feel insecure to travel alone 
or abroad and far from home. However, they did evaluate safety as an important factor for 
them when choosing a destination. More extensive research should be conducted to decide 
whether safety and risk aversion are actually central to the Greek Millennials’ travel decision 
making. 
 
As for the impact of the internet and social media, the survey indicates that Greek Millennials 
make their travel research online by checking other consumers’ reviews, travel forums and 
blogs, besides trusting their close contacts for information, but they do not believe or do not 
admit that they are much influenced by the social media content they are exposed to, since 
their evaluation in all the questions regarding social media influence was average or below. 
The internet has completely changed the way we travel, from the way we draw inspiration, to 
the booking process, and to how we share our travel experiences. Greek Millennials, who on 
this survey reported that they post about their trips on social media at least a couple of times 
while they travel, may not realize how much influence they unconsciously receive from social 
media. 
 
Lastly, the impact of the Greek financial crisis does reflect in the cost sensitivity of the Greek 
Millennials according to their responses on this survey, but not as intensely as would be 
expected after such a long economic crisis. They are interested in travel deals which they also 
regard as a motivating factor to travel and most of them consider cost as a relatively important 
factor when choosing a destination. It is noteworthy that quite a high percentage of the Greek 
Millennials reported an income range of € 9.000 and below which is insufficient for anyone to 
be financially independent. 
 
Those outcomes do not allow for a safe conclusion on whether the main formative events of 
the millennial generation are responsible for the Greek Millennials’ travel behavior. The results 
do suggest a possible connection with them, but the level of their influence to their behavior 
could only be decided by a different study approach, which could include in depth interviews 







This survey has aimed to respond to three main research questions. The first question 
regarding the comparison of Millennials with older Greek generations was discussed in the 
Results chapter, while the question regarding the comparison with the literature on foreign 
Millennials and the impact of the formative events of their generation to their travel behavior 
were addressed in the Discussion chapter.  
 
Regarding the comparison of the Millennials with the older Greek generations, the results did 
not reveal surprising differences between them that could reinforce stereotypes for the 
different behavior of younger and older people. Nevertheless, it is possible to deduce that the 
responses of Millennials in their motivations and activities, did imply their enthusiasm for 
travelling mainly to enjoy themselves through having fun, relaxing, discovering a new place, 
shopping and entertainment more than travelling for constructive purposes as indicated in the 
case of Baby Boomers who scored higher in activities and motivating factors that are related 
with culture and history, while Generation X shared similarities with both generations on this 
matter. Both Baby Boomers and Generation X’s responses indicated that social media have 
less influence on them than in Millennials and that they are less cost sensitive than them. 
 
The results of this survey indicated certain similarities but also several differences with results 
observed in studies on foreign Millennials, which were discussed in the previous chapter.  The 
Greek Millennials seem less risk sensitive and less influenced by the social media than their 
foreign peers, but equally cost sensitive. Their preferences for accommodation, transportation, 
advance planning of trip and ways of funding their trip were very similar those of British 
Millennials. Furthermore they shared a few common favored motivations and activities with 
British and Chinese Millennials and their preferred travel information sources coincided with 
those of Australian Millennials from the studies explored in the literature review. This could 
possibly be because the present study did not use a representative sample, but a sample of 
convenience, however travel motivations and behavior can vary because of differences in 
culture and in market conditions (Xu et al., 2009: 266), meaning that differences between 
Greek and foreign Millennials were anticipated. 
 
The impact of the formative events of the generation, which concern cost, safety and the 
internet, to the Greek Millennials’ travel behavior cannot be measured by the present survey, 
but the results indicated a relationship between those two. As mentioned earlier, a different 
type of research may manage to provide a better insight on this topic. 
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It is important to mention that this survey took place right at the beginning of the Covid-19 
crisis which has already managed to affect the tourism industry tremendously. Therefore, it 
will be useful to conduct a similar survey in the future to examine how the pandemic will have 
affected the travel behavior of the generations and the different needs that may arise for the 
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1. When were you born? 
• Between 1946 and 1964 (1) 
• Βetween 1965-1979 (2) 
• Between 1980-1996 (3) 
  
2.  What is your gender? 
• Female (1) 
• Male (2) 
• Other (3) 
 
3. Did you grow up in Greece? 
• Yes (1) 
• No (2) 
 
4. What is the highest degree or level of school you have completed?  
• High school degree or equivalent (1) 
• Bachelor’s degree (2) 
• Master’s degree or above (3) 
• Other (4) 
 
5. What is your approximate net annual income? 
• Less or equal to 9.000€ (1) 
• Between 10.000€ and 16.000€ (2) 
• More or equal to 17.000€ (3) 
 
6. What is your employment status? 
• Unemployed (1) 
• Part time or seasonal employment (2) 
• Full time employed (3) 





7.  How much do the below factors motivate you to travel? (1=not at all motivated, 5=very 
motivated) 
• Τo discover a new place 
• To see famous sights  
• To learn about culture & history 
• Tο relax  
• T have fun  
• To spend time with friends or family  
• To meet new people 
• Finding a good travel deal (ex. cheap air tickets, hotel etc) 
• Seeing photos of people travelling on social media  
 
8. Please rate the likelihood of engaging to the listed activities when travelling. 
(1=completely unlikely, 5=very likely)  
• Activities in nature  
• Museums / Historical Sights 
• Viewing artistic spectacles 
• Viewing Sports events 
• Shopping 
• Entertainment  
  
9. Please rate how often you choose the below type of accommodation (1= never, 5= 
always) 
• Hotel  
• Airbnb 
• Youth hostel 
• Campsite 
• Staying at friends’ houses 
  
10. Please rate how often you choose the below types of transportation when you travel 
to your destination? (1= never, 5= always) 
• Airplane  
• Train  
• Car  
• Boat/Ship  
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• Bus/coach  
  
11. Please rate how often you choose the below eating options: (1=never, 5=very always) 
• Fast food  
• Local style  
• Brand restaurant  
• Self-prepared  
  
12. How do you fund your trip? (you can select more than one response) 
• Salary 
• Family support 
• Bank loan 
• Savings 
  
13. Where do you seek information when planning your trip? (you can select more than 
one response) 
• Close contacts (Friends, family) 
• Fellow consumers (Online review sites ex. Tripadvisor, travel blogs, travel forums) 
• Industry Experts (Travel agencies, Travel providers, Expert opinion websites) 
• Social media (acquaintances, celebrities and influencers) 
 
14. Ηow far in advance do you book your trip? (you can only choose one answer) 
• Within one week (5) 
• Two to four weeks (4) 
• One to three months (3) 
• Three to six months (2) 




15. How often do you post photos online while you travel? 
• More than once per day (5) 
• Once per day (4) 
• A couple of times during the trip (3) 
• Never while I travel but maybe when I come back (2) 





16. How important is it for you that people like and comment on the holiday photos you 
post on social media? (1= not important, 5=very important) 
 
17. Please rate your level of agreement with the following statements (1= strongly 
disagree, 5= strongly agree): 
A. “I feel that the holiday photos posted by my contacts on social media inspire and 
influence my decision on where to travel and what to do on my trip”  
B. “I worry for my safety on holiday abroad more than I do when I’m on holiday in my own 
country”  
C. “I feel insecure to go on holiday by myself”  
 
18. Please rate the significance of the following factors when deciding on whether to visit 
a travel destination: (1= not important, 5= extremely important) 
• Safety of destination 
• Cost of travelling to this destination 
• Distance of destination from your country of residence 
• Visa regulations 





Charts with General Results 
 
 




























Question 10: How often do you choose these types of transportation when travelling to a destination? 











































Question 18: Please rate the level of importance you attribute to those factors when choosing your 
travel destination (5= Very important, 1= Completely unimportant) 
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Appendix 3 
Descriptive Statistics 
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